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Abstract 
Interaction between the University and students starts from the student enrols into University as a freshman over the period in 
which the student lives on campus. Cooperation between University and students has occurred since admission until graduation. 
When students graduate and then begin their work, the only thing that can make an engagement to alumni is the Alumni 
Association. Alumni Association will serve as a bridge between the University and alumni. Especially in Thailand, the alumni 
associations are not much active with enablement of technology as a communication tool for engagement. The problem is lack of 
communication between alumni and University, this causes consequence problems. For example, the University gets less 
sponsored by alumni; alumni do not get what they want from University; and so on. The review of literatures in this study 
concluded that to motivate the participations among alumni members eight factors are needed, e.g. 1) Alumni Demographic, 2) 
Communications, 3) Value Creation, 4) Awareness, 5) Motivation, 6) Collaboration, 7) Engagement, and 8) Alumni Satisfaction. 
This study aims to explore an innovative framework for responding to the needs of students and alumni and the alumni 
relationship management system to support the framework. Evidence from the survey found that University needs cooperation 
from students and alumni. In contrast, Students and alumni need information from the University as well. The results of the 
survey findings will lead to further research to identify the factors that contribute to build the innovation of relationship 
management system that can quickly responses to the Needs of students and alumni. 
© 2015 The Authors. Published by Elsevier Ltd. 
Peer-review under responsibility of Academic World Research and Education Center. 
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1. Introduction 
Long life learning is important for citizens today. Starting with new student enrolments that are new to University 
and environment. The freshly needs a lot of information and support to go through during the first year. The first 
year of the University is considered to be the most important. Some University launched the mentoring program by 
assigning senior to coach and provide advice for freshly. With the busy on full-time study as well as the disciplines 
which block this mentoring program from the success. After freshly to the entire program, students still seek advices 
and supports from both teachers and colleagues. Usually it came from social activities and networking which have 
done through University activities. After graduation, graduates will get away from school society to join 
organizations and no longer get back to the University. The possible issues arose from the ineffectiveness of Alumni 
to cover student and Alumni behaviours and needs are listed below. 
 
x Prospects have no information on University’s programs and courses. Inquiries via phone and/or email are not 
effective and cannot expect prompt responses. 
x Freshly lacks of advisors and channels to inquire with many questions during new enrolments. Collaborations 
with teachers and seniorities are available. All difficulties during freshly can lessen interests and motivations to 
pursue and to pass freshly period. 
x Second year students to graduation are tough for students with the complexity and difficulty to complete the 
classes. Collaboration among students and teachers are required for benefit gains and help students to pass 
through entire program. 
x Graduates are away from University and never look back. Given that some graduates have interests in 
supporting University and can create a famous to University with their pride. 
 
There are many more issues in inappropriately engaging students to create value to them for the whole processes of 
the study program. The issues can be divided into three separate parts. 
 
1.1 Student and Alumni Collaboration  
 
Students enrol the University with their pride of success. To enrol the University and related parties like teachers 
and friends are important assets to sustain their pride to entire program. Most of the time, students are ignored and 
being left in vague. This study aims to find out if awareness and motivation have impact to the collaboration of 
students and alumni. 
 
1.2   Student and Alumni Satisfaction 
 
The well-planned processes of the University to satisfy students are important activities. Throughout the study 
program, students should feel satisfied and should receive all supports and advices. After a graduate student 
becomes alumni, the satisfaction will stay with them forever. If this is true, the satisfaction of students and alumni 
will cause the engagement or not. 
 
1.3 Students and Alumni Engagement 
 
The information on the wrong channels and unmet needs of students and alumni do not apply to be the effective 
communication of the alumni and others. Appropriate information and channels categorised by segmentation of 
students and alumni can bring the value creation for students. The question is, value creation can cause students and 
alumni to be satisfied or not. Finally the satisfaction will direct impacts to the engagement of students and alumni. 
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2. Literature Review 
In era of digital age, alumni association should move its strategies to establish a more visible and impactful role 
within the University and among its alumni (RJ Valentino, 2011). Considering alumni’s interest in connecting to the 
University, the increasing value of their diplomas and a particular desire for business and career networking (RJ 
Valentino, 2011) are desirable. The researcher should emphasize its study to understand the value to alumni in being 
members of association. The outcomes of the study should support alumni to get the factors which improve 
sustainability of alumni associations. The literature review will include: 
 
x Review to understand, analyse and develop innovative Alumni Operation Management Framework  
x Innovative Alumni Operation Management Framework (i-AOMF) 
x Innovative Alumni Relationship Management System (i-ARMS)  
 
Trends and best practice of alumni association in digital age are far different from the past. 
 
2.1 Alumni Demographic 
The writer believes that demographic is another factor impacting the growth of alumni’s memberships. Customer 
clustering and segmentation are two of the most important data mining methodologies used in marketing and 
customer relationship management. They use customer-purchase transaction data to track buying behaviour and 
create strategic business initiatives. Businesses can use this data to divide customers into segments based on such 
"shareholder value" variables as current customer profitability, some measure of risk, a measure of the lifetime value 
of a customer, and retention probability. Creating customer segments based on such variables highlights obvious 
marketing opportunities (Saarenvirta, 1998). The research of Customer Satisfaction Cues to Support Market 
Segmentation and Explain Switching Behavior on retail banking services in Greece studies of five factors that 
impact the satisfaction of business and individual segmentation such as corporate image, innovativeness, physical 
and staff service, pricing and convenience. The result presents that the segments of business and individual 
customers have a significant differences on the satisfaction (Athanassopoulos, 2000). 
 
2.2 Communication 
The communication is another key factor which is important to keep the satisfaction and engagement of alumni’s 
members. One way communication is just to persuade from one to another but two way communications is more 
effective (Szondi, 2008). With current traditional way of alumni association participation, it lacks of the effective 
two ways communication. The writer thinks that the poor performance of this factor impacts tremendously to the 
sustainability of alumni association. Communication needs a high effective result; however there are factors which 
occur during communication process such as environment, objective and feedback. Feedback from the receiver is an 
important component of communication process. It measures the result of each communication (Thitikulcharoen, 
2011). The content of communicate messages can be classified in three categories, e.g. 1) Cognitive content 2) 
Affective content and 3) Skills content (Promwong, 1998). 
 
2.3 Value Creation 
Alumni organizations are focusing their efforts on market-related activities that have greatest impact, 
increasingly relying on market information and data to segment programs and create value centric relationships with 
their Alumni (Valentino, 2011). To create the value centric relationships between the University and Alumni is 
similar to what commercial company is providing to its customers. Value creation can be achieved by many 
variables listed in table 1. 
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Table 1. Value Creation and its variable 
 
Factors Variables Sources 
Value Creation Cost Prahalad, Ramaswamy, The 
Co-Creation Connection, 
USA (2002) p.1-12 Products and Services Quality 
Alumni Demographic 
Different Member Fee 
 
Value creation from corporate point of view means; how much money can we earn from the customer?, How can 
we promote our products and services more to them? However, in the competitive market value creation can be 
considered in term of customer benefit; how create value and send to the customer?, how can we maintain the 
customer attractive and experience? (Payne). 
 
2.4 Awareness 
 
The culture awareness is the basis of communication. It relates to the capability of us on awareness of our values, 
faith and perception (Quappe and Cantatore, 1991). The writer distinguished the level of culture awareness to 4 
levels: 
 
x My way is the only way – First level, People are aware of their own way and ignore the other way which is 
different from their ways. 
x I know their way, but my way is better – Second level, People are aware of other ways but still decided 
their way is the best. 
x My way and Their way - This third level, People are aware of both their and other ways, they realized both 
problems and benefits on different cultures and will use their diversity creating new ways. 
x Our way – The fourth level brought people from a different culture together for the building of a new 
culture as a participation culture. 
 
2.5 Motivation 
 
Alumni surveyed nationally consistently report that the reputations of university the increasing equity of their 
diplomas are key motivators for connectivity (Valentino, 2011). According to Laister, Koubek, (2001) Laister, 
Koubek Laister, Koubek Laister, Koubek the motivations for users to collaborate are 1) Openness 2) A participatory 
3) A high level of self- reflection. Another research from Omar, Kamaruzaman and Harniyati (2010), concluded that 
motivation for employees to work in organization is a reward and it is considered as one of the most important 
factors to retain employees and it can reflect the same between institution and alumni. 
 
2.6 Collaboration 
To maintain collaboration, a constant invitation is necessary to keep people stay connected. Participants who 
involve collaborative must use core concepts of trust, sharing, belonging and respect (Lee and Glad, 2011).  
Collaboration looks like the ocean waves flow from source to destination constantly. It will happen when people 
participates each other with idea sharing, sense of ownership. In this study, the researcher invited multiple talent 
people such as designers, ethical fashion advocates, conscious chefs, new media entrepreneurs, 
community builders, ecological architects to build new solutions responses to the problems they have in the 
world. They start from silo-thinking at the beginning, later on they share their idea that no one can see. 
Collaboration from each other, having exchange quality of works that responses to the problems (Lee and Tatiana 
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Glad, 2011). 
 
2.7 Engagement 
Declining resources are forcing alumni organizations to thinking differently about alumni engagement (RJ 
Valentino, 2011). The trends of social network site help being effective tools to connect alumni and expand their 
network (Coughlan, Jamal, Macredie, 2012). In general, business to business marketing is often concerned with the 
way in which companies manage strategically important relationships with their counterparts (Stephan C. 
Henneberg, Catherine Pardo, Stefanos Mouzas, Peter Naude, 2005). The conclusion of one of the studies on social 
network site described four main benefits that Alumni have to acquire. 
 
Table 2. Alumni Engagement and its variable 
 
Factors Variables Sources 
Alumni Engagement Employability Coughlan, Jamal,. Macredie, 
Alumni Growth and 
Engagement Across New 
Technologies, Germany, 
2012 
 
2.8 Alumni Satisfaction 
One of the literature reviews (Ali Kara and Oscar W. Deshields, Jr., 2004) is the study on the relationship 
between business student satisfaction and their intentions to stay in a college or university. The study use empirical 
data and a conceptual model, the result indicates that experience of the students affected their satisfaction positively. 
The other effect of this study is that the educational institutions that have a consumer-oriented foundation may have 
a chance to satisfy their students' needs and wants effectively. The researchers purposed the factors and variables to 
study in table 3.  
Table 3. Alumni Satisfaction and its variable 
 
Factors Variables Sources 
Alumni Satisfaction Faculty Performance Kara and Oscar 
DeShields,Jr., Business 
Student Satisfaction, 
Intentions and Retention in 
Higher Education: An 
Empirical Investigation, 
MEQ Vol 3, 2004 
Advising Staff Performance 
Classes 
Student Experience 
3. Purposed Framework 
All factors written in literature review part are contributing to the level of alumni relationship management. Start 
from selected benefits and cooperation needs from University and Alumni Association which categorised by 
demographic of Students and Alumni. Two way communications will be used as a tool to spread information to 
students and alumni. Information that accurate and meets the requirements will be sent to students and alumni to 
create awareness. Appropriate information to students and alumni could motivate them to provide collaboration to 
University and Alumni Association. Recurring communications with all factors mentioned above will generate value 
creation which impacts the satisfaction of students and alumni. Finally satisfaction will affect to the engagement. 
Feedback is an indicator of the impact of communication each time that the students and alumni are feeling (Suparat 
Thitikulcharoen, 2011). 
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Communications
Students/Alumni
Demographics
Awareness
Motivation Students/AlumniSatisfaction
Students/Alumni
Engagement
Value Creation
Collaboration
Feedback  
                     Figure 1.  Purposed Innovative alumni relationship management framework (i-ARMF) 
 
4. Purposed Solution Architecture 
One of the research objectives is to explore the communication channels which are suitable for students and 
alumni demographic. However the most objective is to purpose the innovation alumni association relationship 
management system that can quickly responses to the needs of Students and Alumni. The system will match the 
benefits of the University and Alumni Association to the needs of students and alumni. On the other hand, system 
will also match the cooperative of students and alumni to the help seeking of the University and Alumni 
Association. To communicate with students and alumni, media is the channel which carries messages from the 
University to students and alumni. Media can be split into 2 types: 1) Above the line, a mass media which uses to 
communicate to reach as many people such as television, radio, newsletter and magazine.  2) Below the line: is a 
specific media. This media was built for the specific target using demographic information. For example poster, 
advertisement banner, open houses event etc. (Yomjinda and Mangkalee, 2013). However, in new era electronic 
channels and social networks have become popular and productive channel to communicate to students and alumni 
almost all demographic. The purposed solution architecture descripts in figure 2 is An Innovative Alumni 
Relationship Management System to accommodate the Innovative of Alumni Relationship Management 
Framework.    
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                                    Figure 2. Innovative alumni relationship management system (i-ARMS) 
 
5. The Conclusion 
The writer will use innovative alumni management framework (i-AMF) to conduct the survey and prove on the 
relationship between factors and results. Structural Equation Model (SEM) will be used to analyse. The analysis will 
prove the following hypothesis. 
 
x Better alumni engagement contributes to the sustainability of alumni association 
x Attractive key motivator for connection contributes to the sustainability of alumni association 
x Awareness contributes to the sustainability of alumni association 
x Alumni demographic contributes to the value centric relationship creation 
x Products and Services quality contribute to the value centric relationship creation 
x High value centric relationship creation contributes to the sustainability of alumni association 
x Effective collaboration contributes to the sustainability of alumni association 
x High level of alumni satisfaction contributes to the sustainability of alumni association 
x Better alumni education program contributes to the sustainability of alumni association 
x Institution branding contributes to the sustainability of alumni association 
The Innovative alumni relationship management system (i-ARMS) will use to solve the following problem 
statements. 
x Alumni members have fewer channels to interact with University or Alumni Association. 
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x University or Alma Mater does not know alumni members’ needs.   
x University or Alma Mater is not able to offer products and services to suit the needs of Alumni’s segments. 
x Alumni members do not engage with University or Alma Mater. 
x University or Alma Mater do not participate well enough to the alumni members 
x Alumni members are not aware of proper channel to contact the University.  
x There is no proper matching between demand and supply. 
x University or Alma Mater do not choose a proper channel to communicate to Alumni.  
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